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Intro - Goals

INTRO

DairyDrop approached this project as a subscription-based dairy
and non-dairy delivery app, aiming to give customers the same
"set it and forget it" convenience as a grocery run — without the

trip.

The approach combined competitive research, user interviews,
and iterative testing to move from assumptions about the target
user to a validated, low-friction flow built around search,
transparency, and effortless subscription control.

GOALS

DESIGN GOALS
Let users find any product in one search — no digging through menus
Make subscriptions editable, skippable, or cancellable in a single tap
Replace vague delivery windows with an exact, trackable ETA

Remove sign-up as a barrier — let users browse before creating an account

CLIENT GOALS
Build trust through full farm-to-door transparency

Position DairyDrop as the more convenient, more honest alternative to

grocery-store dairy
Drive subscription adoption without pressuring one-time buyers

Highlight proprietary suppliers unavailable anywhere else




Problem Question - The Challenge

HOW MIGHT WE

How might we help customers achieve reliable, flexible dairy delivery
without dealing with unpredictable delivery windows and confusing
subsecription management?

THE CHALLENGES

Unpredictable delivery windows Confusing subscription management
Customers reported skipping entire weeks because they couldn't plan around uncertain arrival times. No clear path to pause, skip, or modify a recurring order — leading to cancellations instead of adjustments.
Lack of origin transparency High new-user friction

Customers wanted to know which farm their milk came from — existing Ul gave no traceability. Account creation required before product browsing, causing significant drop-off at the top of the funnel.



My Role - Projeet Vision

MY RESPONSIBILITIES

— Competitive analysis of four direct competitors across ten feature dimensions
— Primary qualitative research: Walk-and-Talk interview with the target user

— Secondary quantitative research: market sizing, delivery-abandonment data, food
price indices

— Assumptive and validated personas, empathy maps and user flows

— Information architecture and sitemap

Sole UX/UI Designer

End-to-end ownership of research,

— Speed sketching, A/B testing, low-, mid- and high-fidelity wireframes

— Customer journey map
strategy, interaction design and visual

design. — Interactive prototype and brand-aligned Ul system

PROJECT VISION

To build a dairy delivery app that feels as considered as the product it delivers — where
a customer can find what they need in one search, understand exactly where their milk

came from, know precisely when it will arrive, and skip a week in a single tap.

The design goal was invisibility. Every decision was measured against one question:
does this remove a step, or add one?

SUCCESS CRITERIA

A first-time user reaches a product page without creating an account
Any product is findable in one search
Subscription pause or skip requires no more than two taps

Delivery ETA visible before checkout



Client Information

Dair
Drojf

DairyDrop was founded by young farmer Adeline Davis, who set out to
eliminate waste and inefficiency in the dairy industry. She sources milk
from small-scale organic farms, delivers via a 100% electric fleet, and

uses fully biodegradable packaging.

WHAT MAKES US DIFFERENT

100% Organic, non-GMO, hormone-free feed

Milk from named, free-range cows on ethical local farms
100% electric delivery fleet — zero emissions

Full production transparency, farm-to-door

Non-dairy alternatives available

Proprietary suppliers unavailable anywhere else

MISSION

To provide high-quality, sustainable, ethically-sourced milk and
non-dairy alternatives while reducing waste and promoting a
healthier lifestyle for all.

PROMISE

To produce, supply, and deliver organic fresh milk from local
ethical farms — make every drop count.

VALUES
Transparency
Local Farming
Animal Welfare

Eco-Friendly Delivery

MARKETING STRATEGY

Educate consumers on sourcing
Be radically transparent
Engage local communities
Promote daily convenience

Build strong online presence
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Competitive Maitrix

SCOPE & GOALS

How might we help customers achieve reliable, flexible dairy delivery without dealing with unpredictable delivery windows and confusing subscription management?

FEATURES

Sk H
S j Mr. Dairy
9 =’ AND FOOD DISTRIBUTING LTD.
We Woooue Ttk and Wuck Mone!

User Interface Quality

Simple, well-organised app with a consistent
visual identity.

Outdated design; lacks a unique look and feels
hard to navigate.

-

Minimal and modern interface; smooth and brand-
aligned experience.

Warm, authentic aesthetic that reflects local dairy
brand values.

Images

Commercial-quality product photos; clear and
effective for browsing.

No images for product inventory.

(.8

Clear, effective images suited for browsing a
curated catalog.

High-quality visuals that build trust and
community connection.

Filters While Searching

Only a search bar; no dedicated filter tools
available.

-

No search bar available on the platform.

-

Filters are well-organised; easy to narrow down
products.

No search bar available on the platform.

-

Produet Catalog & Categories

Wide variety of products across multiple
categories.

Smaller, basic catalog with limited product variety.

-

Well-organised product page with clear category
structure.

Very limited selection; focuses on a narrow
product range.

-

Payment Options

Proper online checkout; easy, reliable payment
experience.

Proper online checkout available.

Flexible subscription-based payment with digital
billing.

Very limited on-site support; no e-commerce
checkout.

-

Customer Support

Standard support and FAQs; reachable by phone
and email.

Traditional support methods only; no modern
channels.

-

24/7 support; fast, highly responsive customer

service.

Very limited on-site support; no live chat or email.

-

Subseription Management

Recurring delivery exist but cu

is limited.

Basic ordering system; limited flexibility or control.

-

Flexible subscription; easy to pause, skip, or
cancel at any time.

Offers annual membership only; no flexible
subscription options.

-

Pricing & Subseription Co

Clear pricing with straightforward product cost
breakdown.

No pricing information available on the site.

-

Transparent pricing; subscription plan is visible
and easy to follow.

Position and pricing are clear; all products visibly
priced.

EXCELLENT

GOOD| '™ BAD




Maya Patel - 27 - Female - Toronto, Ontario - Single QUALITATIVE - PRIMARY - ASSUMPTIVE

Persona * Qualitative

Freelance Graphic Designer ¢ $62,000 / year

| ABOUT ME | CHARACTERISTICS

I'm Maya — 27, freelance graphic designer in Toronto. My schedule is unpredictable, so I've Adventurous Design-conscious
become a delivery-app devotee. | care about where my food comes from and love finding

brands with a story. | want an app that feels as thoughtfully designed as the brands | support: Sustainability-driven Tech-savvy
clean, intuitive, and honest.

| MOTIVATIONS

l FRUSTRATIONS Convenience f@]
Delivery windows are too broad — a 4-hour window makes planning my workday (
impossible. Sustainability ﬂ_;>
No way to simultaneously filter by organic, A2, or lactose-free options in one search. ( W

The app doesn't save my preferences or past orders for easy one-tap reordering. Local sourcing }W‘;

(
Too many steps to update a recurring subscription - should never take more than one

X XX X

Aesthetic brand experience }! F
tap. ( ]

| FAVOURITE BRANDS

| INFLUENCES 4+ NEW Natrel i (Gayfea

Instagram food blogs Pinterest aesthetic boards TikTok wellness creators

' PREFERRED SOCIAL MEDIA
l GOAL / PURPOSE ON APP Sustainable brand newsletters Local farmers market

Browse fresh local dairy products and subscribe to recurring @ 'r.j’
delivery. Discover artisan and organic options aligned with TikTok
sustainable values. Manage preferences and reorder

favourites in one tap. | PREFERRED TOOLS / DEVICES

l EXPERIENCE LEVEL MacBook Pro iPhone 15 Pro iPad Air

Intermediate — uses 5+ delivery apps regularly. Expects

intuitive UX and minimal friction from the first session. ' PREFERRED CHANNELS

Youtube Ebay Social Media
| TONE OF VOICE
"I just want farm-fresh milk at my door without

thinking about it - and bonus if it looks good in
my fridge."



Designed by: Dinmukhammed Aisauyt Designed for: Maya Patel

Empathy MAP Canvas

VALIDATED / SECONDARY

THE EXPLORER

GOAL

a What do they need to do?

o Who are we empathizing with? e What do they SEE?

Order fresh dairy quickly Set up recurring subscription Filter by dietary preference

Maya Patel - 27 - Freelance Graphic Designer - n q q e
Toronto, ON - Single Track delivery in real-time Reorder favourites in 1 tap Friends using food delivery apps

The Explorer Qualitative Primary Social media ads for local brands

WHAT DO THEY THINK AND FEEL?

$62,000/year Better-designed competitor apps
Sustainability labels on packaging
Instagram reviews & unboxings

o What do they HEAR? e What do they SAY?

Friends recommend HelloFresh "I wish this had a dark mode"

Podcasts on sustainable food "Why can't | filter organic AND local?"

FEARS GOALS

Client feedback on design work "Remember what | ordered last time"

Receiving wrong or damaged items App as polished as Spotify or Shopify

Social debates: organic vs. conventional "The delivery window is too vague"
Missing delivery during work hours Feel good about every purchase choice

"l want one-tap reorder"

Hard-to-cancel subscription lock-in Save time without losing quality

e PAINS ° What do they DO? e GAINS

Too many steps to reorder Checks app during coffee breaks Screenshots inspiring app designs Compares 2-3 options before ordering Fresh dairy on-demand

No sustainability transparency Posts unboxing on Instagram Cancels apps after 2 bad experiences Trusted local & organic brands

Unpredictable 4-hr delivery windows

App ignores saved preferences

Limited dietary filtering options

One-tap reorder for favourites

Beautiful, intuitive app experience

Smart delivery notifications



David Kim - 35 - Male - Toronto, Ontario - Married, 1 child

Persona * Quantitative

UX Designer $88,000 / year

| GOAL / PURPOSE ON APP

Set up reliable recurring dairy delivery for the household.

Compare products by nutritional value. Track household
spending. Modify or pause subscriptions with minimal
friction.

| EXPERIENCE LEVEL

Advanced - UX professional who critically evaluates every
app interaction, onboarding flow, and information

architecture.

| TONE OF VOICE

"Give me the data, let me configure it once, and
stay out of my way."

| ABOUT ME

I'm David — 35, UX designer and father of a toddler. Grocery runs used to eat my evenings;
delivery solved that. | research before | buy, check nutritional labels, and I'm professionally
skeptical of poor UX. | need a dairy delivery service | can configure once and trust

completely.

| FRUSTRATIONS

Limited nutritional transparency — fat content, protein levels, and product origin are
missing.

scheduling.

x Delivery time slots frequently clash with daycare pickup at 4pm; | need precision
x No family or bulk pricing structures for households with high dairy consumption

needs.

x Subscription management is buried — takes 3+ taps to pause, skip, or swap a single
product.

| INFLUENCES 4+ NEW

Reddit r/PersonalFinance UX Unlocked Podcast Consumer Reports

Nutritional research journals  Daycare parent community

QUANTITATIVE - SECONDARY - VALIDATED

THE SAGE
ARCHETYPE

| CHARACTERISTICS

Analytical Methodical Research-driven

Family-oriented

| MOTIVATIONS

Reliability
(

Nutritional transparency }! P
( Wl

Value for money

I e
e

Household efficiency

I FAVOURITE BRANDS
B, Lngoi
| PREFERRED SOCIAL MEDIA
X O reddit

| PREFERRED TOOLS / DEVICES

Linked [

MacBook Pro Google Pixel 8 Smart TV

| PREFERRED CHANNELS

Amazon Offline store Online Shopping



Designed by: Dinmukhammed Aisauyt

Designed for: David Kim

Empathy MAP Canvas

o Who are we empathizing with?

David Kim - 35 - UX Designer - Toronto,
ON - Married + 1 child

The Sage Quantitative Secondary

$88,000/year

° What do they HEAR?

Wife on household budget & needs
Colleagues debate Instacart vs. direct
Podcast: UX Unlocked

Daycare on toddler nutrition

Food inflation news: +7.8% (2023)

e PAINS

No family/bulk pricing ( 87% changed
buying habits (NIQ, 2024)

Need <1hr window, not 4hrs
Nutritional info incomplete or missing
Subscription settings buried 3+ taps

No easy pause / skip / swap flow

GOAL

e What do they need (o do?

Order fresh dairy quickly Set up recurring subscription Filter by dietary preference

Track delivery in real-time Reorder favourites in 1 tap

WHAT DO THEY THINK AND FEEL?

(i1

FEARS GOALS

65% abandon after 2-3 late deliveries (Voxware, 2022) <10 min/week managing household groceries

Organic food recommended for children's
diets (Cambridge NRR, 2025)

Being locked into a poorly designed app

0 What do they DO?

Reads labels; Googles brand origins Sets calendar reminders for deliveries
Compares price per 100ml across brands  Files support tickets for errors

Tests onboarding; flags dark patterns

Guaranteed on-time delivery, every time

Maximum nutritional value per dollar

VALIDATED / SECONDARY

THE SAGE
ARCHETYPE

e What do they SEE?
Grocery delivery ads targeting families
Instacart, Goodfood, FreshCo delivery
Nutritional comparisons online
Reddit r/PersonalFinance reviews

Daycare nutrition bulletins

e What do they SAY?

"Need exact ETA — pickup at 4pm"
"Where's the organic filter? Basic."
"Tested 4 apps. None had good subs."
"The UX on this is embarrassing."

"Cancelled after second wrong order"

© crins
Set-and-forget weekly subscription
Saves 2.5 hrs/week (Nielsen, 2022)
Full nutritional transparency per item
Precision scheduling: <1thr window

1-tap pause / skip / swap management



Primary Research

Relevance v All time v

Show results from all of Reddit >

r/toronto - 13y ago
w Y ag

| made a grocery app to help people Torontonians compare prices and beat the large
grocery chains

171 votes - 124 comments

ﬂ} t/toronto - 12y ago

Grocery Delivery. Who do you use? How's the experience?

26 votes - 37 comments

ﬂj r/toronto - 4y ago

New apps offering grocery delivery in under 10 min pin their hopes
on power of habit

0 votes - 14 comments

|I, r/toronto - 9mo ago

These Al-nowered self-drivina hax tricks will saon he deliverina

The Consumer Price Index (CPI) rose 3.9% on an annual average basis in 2C
a 40-year high increase of 6.8% in 2022 and a 3.4% increase in 2021. Aside
annual average increase in 2023 is the largest since 1991. Excluding energ)
ose 4.5% in 2023 compared with 5.7% in 2022.

average C

Not worth the trouble 2017-12-17
D Kakmandu

Screwed up my order twice. Then substituted with something no where
near what | wanted. Worst of all, paid for two (5) multipack of noodles and
got two singles. Paid price for 10 but got 2. What a scam.

Diabolical payment str
*

They use customer tips
don't get their tips, inst
per delivery cost. It's al
Upper management wa
the cornerstone of theil
1 want o easily iscover and
ry new dairy products from
local farms without wasting
‘ime on store rips — so!

can free up time for ravel
and creatiiy.

Wasting time on routine
grocery shopping
Noinformation about
product origin
Limited product selectionin

Maya Patel

Title/Name:Maya Patel
Age:27
—_
Gender:Female
Location:Toronto
Marital Status:Single Unrelable Gelvery tmes

Archetype:THE

Scam 2020-03-16
* Whitepurtydirty

They'll secretly charge you extra fees. | ended up more than double paying
for my groceries and almost didn't notice. Support takes forever to get in

contact with. They ended up refusing to give me money. Would not

Scam! 2018-08-24
* —

Massively inflated base prices and then an extra charge for delivery! Just
go to the store’s website to compare how much they're gouging youWhat
a joke. We're not idiots.

recommend

2020-04-02 Terrible 2020-04-05
thesilentweasel * Morpheus2774
NVas  pesigned for: waya verel Designed by: bmmunammea As Date: Version/search type: Assumptvererimary.
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While prices rose in every major component on an annual average basis in

growth slowed in six of eight components compared with 2022. The transp
component (+0.9%) slowed the most as a result of lower gasoline prices, Wisomabove
decelerations also seen in the food (+7.5%) and shelter (+5.6%) component

ABOUT ME
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ikiok || ot
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ke honest fresh and
visually sppeaiing

‘communication. | respond

0 stories and personalized
recommendations.

Experience level
Price growth for goods eased to 3.2% in 2023, down from 8.7% in 2022, am S
easing of supply chain pressures. Prices for gasoline, natural gas and food o T

does not feel smooth and
beautfl on firstimpression.

slowdown in non-durable goods (+4.0%). Prices for durable goods also incr

Preferred Channels
slower pace in 2023 (+1.5%) compared with 2022 (+6.2%), led by passenger
improved supply chains and inventories compared with 2022 as the supply m‘(

semiconductors continued to improve. Lower prices for furniture and houseiiuiu

appliances also contributed to the deceleration.

While price growth for goods slowed 5.5 percentage points in 2023, price growth for

services only slowed 0.4 percentage points, resulting in a 4.6% increase. Deceleration in

homeowners' replacement cost and other owned accommodation expenses due to base-

year effects was almost entirely offset by acceleration in mortgage interest cost, and to a

oy st Report 2026

able Of Content Methodology e
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'y Service Market
ilued at $11.4 billion in 2025
i4 at a CAGR of 8.0%
the largest share at 62.3% in 2025
renue share in 2025
« Key drivers: rising health consciousness, digital platform adoption, and cold chain infrastructure expansion

« Country Delight led

landscape with ag organic milk positioning

« Report spans 2025 to 2034 with 266+ pages of analysis

Milk Delivery Service Market Outlook 2025-2034
The global milk delivery service market was valued at $11.4 billion in 2025 and is projected to reach $22.8 billion by
2034, expanding at a compound annual growth rate (CAGR) of 8.0% over the forecast period from 2026 te 2034. This

rebust growth trajectory is anchored in shifting consumer preferen:

toward fresh, far P dairy products,

rapid urbanization across emerging ies, and the ing p ion of smartphone-based ordering

platforms that have fundamentally restructured how households procure essential dairy staples.
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Quick Contact

@ +1909 4141393

@ sales@dataintelo.com

Clients & Testimonials

OMDR

Thank you for the
additional information. We
truly appreciate it Your
team did animpressive
job, reveating valuable
insights bayond the market
research reports.




Secondary Research

The online grocery landscape is rapidly evolving, with several key

E m erg 1 n g on I 1 ne Groce ry trends emerging that are shaping how consumers shop for their

Trends paaet

With that in mind, here are 3 key emerging online grocery trends
helping drive this shift:

Price growth for food slows, but remains elevated

in 2023 _ MaP CANVAS  oosgresor 0006m  pesgne by domsrmmms e
Prices for food purchased from stores rose 7.8% on an annual average basis in 2023. While € WHO are we empathizing with? GOAL (€ WHAT do they needito do?

this was a smaller increase than in 2022 (+9.8%), it was still larger than the annual average e e e e e e
increase in the all-items CPL Grocery price inflation remained broad-based in 2023 with a I — it
Married
number of contributing factors, including poor weather in growing regions, higher input e oo ﬂ._.;‘,,‘?‘m setel 2= e
costs, diseases such as bird flu and African swine fever, and Russia's invasion of Ukraine. - - peek [Ty
Among the grocery products with the largest price increases were edible fats and oils i o p ] n | Goode
) i ) e Fillinall of == v
(+16.9%), preserved fruit and fruit preparations (+11.5%), bakery products (+10.7%), cereal - sl s prces o . stuff from at ) What do they THINK and FeeL? = -
products (+10.0%) and preserved vegetable and vegetable preparations (+9.7%). ER\ |26 = PAINS GAINS ©) what do see? ==
David Kit Wnat are heiefears Winatare thee warcs. What o ey see inthe markerpiace? e
Although grocery price levels remained elevated, they were relatively stable over the Tmem:,:;,,a:i:xim - — © What do they HeR? o and arices? | neec . e
course of 2023, causing year-over-year growth to decelerate in all but two months, after Ages3s /\ s v ey i s Wit arethey wasching and reding
ing i I Moo os s VWit ar syt s
peaking in January 2023. IEender:MﬂIe §£$%“,'f:” 521?:5”""‘"‘* . :::'ﬁ‘;? o:.: e
Consumers also paid 6.5% more to eat at restaurants on an annual average basis ! . e M-E:f-ﬂ\:-:‘ characteristi
. X R . Marital Status:Marrie on rocery store tips e think this typ  vouruse
9 o
in 2023 following a similar increase in 2022 (+6.7%). Archetype:THE SAGE Soourhe wouldhave, pocc oy E;m —
“show ey v
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2022 consumer holiday buying attitudes and behaviors place additional pressure on distribution n kesn
Redat
Vostuse
performance. Experience evl
ey usegrcery
; i ; : Tl o Service Market Regional Outlook 2025-2034 &
Consumers have grown intolerant of delivery delays and inaccurate order fulfillment and a ey e fy Service Mar 9 o
. . . . R e erone s the dominant regional market for milk delivery services in 2025, accounting for approximately $4.4
more llkely to punlsh retailers who dlsappomt them. e et % of global revenue. The region's leadership is underpinned by a combination of factors unique to its
R nd economic profile: @ massive and rapidly urbanizing population base, a deeply entrenched cultural
. Shlppmg promises are not being met. 44 percent of consumers claim that up to10 percen’c c resh milk, and @ burgeening tech-savvy middle class that has enthusiastically adopted app-based
) ! . ) i oy on plattorm. India alene contributed a substantial share of the regional figure, with platforms such as
arrive later than promised, and another 20 percent report experiencing Late deliveries up to e Mikbestet, DallyNino, and Supr Doty colctvely sening millons of households aross fer-1 o ter-
Weaite i e
tlme 2arly 2026. China's market demonstrated similarly strong mementum, with leading e-commerce
. ecosystems integrating next-morning dairy delivery into broader fresh-grocery propesitions. The Asia Pacific market
e 4] DEFCE‘HT admit to worrying that the holiday giﬁS they purchase online will have derery delays. is forecast to expand at a CAGR of 9.2% over the forecast period, the highest rate of any region, driven by continued
urbanization, improving cold chain logistics, and government-backed programs to reduce rural-to-urban milk supply
. . percent of consumers polled report that they will abandon shopping with a retailer altogether after 2-3 chain inefficiencies. Southeast Asian markets including Indonesia, Vietnam, and the Philippines are emerging as high-
late deliveries growth sub-markets, with increasing penetration of smartphone-based ordering platforms and expanding dairy
. consumption cultures. Gold chain transpertation infrastructure investments across the regien are enabling service
¢ 8l percent claim if a retailer sends an incorrect order 2-3 times, they will abandon shopping with that retailer providers to extend defivery reach into previously underserved peri-urban and secondary city markets.
aLtogether_ North America represented the second-largest regional market in 2025, capturing approximately 26.4% of global
. R R R . milk delivery service revenue. The United States and Canada together exhibit a mature home delivery culture, with
¢ 7 percent of consumers report canceling an order after receiving an incorrect item instead of waiting for a milk diglivery services benefiting from @ consumer base increasingly willng to pay a premiurm for organic, grass-fed
retailer to send the correct item (Up from 3 percent who reported cancelLing incorrect orders in 2020) and locally sourced dairy products delivered to the door. The revival of traditional milkman-style delivery services,
reinvented through digital platferms and diversified product pertfolios, has been @ notable trend in the region. Major
= 70 percent of consumers say that they are likely to share a negative experience online when a purchase is late players operating subscription platforms have reported year-over-year subscriber growth rates in the range of I8

. 8% annually during 2024 and 2025, reflecting sustained demand. Europe held approximately 20.1% of global revenue
orincorrect. in 2025, with the United Kingdom, Germany, France, and the Netherlands serving as the primary demand centers.
European growth is anchored in sustainability-driven consumer behavior, with reusable glass bottle return schemes

and carbon-neutral delivery pledges resonating strongly with ttally urban | The

Post pandemic retailers must keep store shelves stocked AND online distribution humming as customers egion s projectad to register @ CAGR of 6.8% thiough 2034, as premium organic and plant_based dary delisery
return to stores for holidav shoppina but maintain their online and hvbrid shoppina habits. services gain mai pi i tional cow-mik subscription:




RATIONALE

For the 8-minute speed sketch method, | quickly
drew several layout ideas focusing mainly on the
homepage of the DairyDrop app.

The goal was to explore the basic structure — place-
ment of the navigation bar, search bar, product
categories, featured items, and subscription-related
features.

At this stage, | focused on layout and organization
of elements rather than visual design. These sketch-
es helped me understand how users move through
the homepage.

This process allowed me to test multiple layout ide-
as quickly and choose the structure that best sup-
ports product browsing, subscription management,
and delivery tracking.

7

Speed Sketches — 8 variants
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A/B TESTING User Feedback — A/B Testing

| prefer Layout A. The search bar at he top ¢ ®
makes it easier to quickly find .

products. -.

Q i ik \
HENEE T T =T ¢ Layout B looks more organized, but feels a bit more
~ ‘ | . crowded. a% ’
— — °
| X Adding more spacing and a search bar in Layout B could
ST e improve usability.
— |

Layout B shows more information, but looks slightly

[
. ® busy.

A 60% Winner . ¢ ® Layout A feels more user-friendly overall.

B 0% ;

The two strongest concepts from the speed sketches were selected.
User preferences were taken into account to create a more effective,
user-centered interface.




RATIONALE

From the A/B testing results, | refined the wireframe
sketches to improve the main screens of the Dairy-
Drop app.

These wireframes focus on organizing key
features: product browsing, subscription plan man-
agement, delivery tracking, and profile settings.

The goal is to create a simple, user-friendly expe-
rience allowing users to easily explore products,
manage dairy delivery plans, and track upcoming
orders.

These wireframes also establish a clear

navigation structure so users can move smoothly
between the main sections of the app.

W

Refined Wireframes — 8 sereens

Dinmukhammed Aisauyt



These screens cover the core transactional and management flows — checkout, real-time delivery tracking, subscription management, and the
user profile. Together all 8 screens define the complete DairyDrop app experience.

Sign in / Sign up

9:41 all T ==

Continue as Guest

DairyDrop

Email

you@example.com

Password

D Keep Me Signed In Forgot Password?

G 0 [

New to DairyDrop? Sign Up

By clicking Sign In, you agree to our current version of Terms of Use
and have read DairyDrop's Privacy Policy

Home

9:41

GOOD MORNING

© 123 Main St, Brooklyn v

LIMITED - 3 DAYS LEFT

20% off
Fresh Eggs

(i)
© ©

Free over $25 7-9 AM
CATEGORIES
MILK CHEESE
BUTTER CREAM
BEST SELLERS
Whole Milk 1L
@ Full-fat, pasteurized
* &k Kk k k 4.8-214 reviews
HOME SEARCH

)

Same-day cut 6PM

Seeall

2

EGGS
YOGURT

Seeall

$2.49

+*

Product Detail

LOCAL FARM
Whole Milk 1L

*hkkk 48 214reviews @ In Stock

$2.49

Full-fat pasteurized whole milk from local Ontario farms.
Rich in calcium and vitamin D. Delivered fresh every
morning in recyclable glass bottles.

SIZE ORIGIN BEST BY
1 Litre Local Farm +5 days
Quantity - 1 +

Subscribe & Save 10%
Weekly delivery - cancel anytime

Add to Cart — $2.49

® Q 2 o}

HOME SEARCH CART PROFILE SAVED

Product Catalog

9:41

Browse Products

6 PRODUCTS

&
&
2
®&
2

)

(]

HOME

Whole Milk 1L

Full-fat, pasteurized

@ In stock

Skimmed Milk 1L

Low-fat, pasteurized

@ In stock

Oat Milk 750ml

Plant-based alternative

® Low stock

Mature Cheddar 200g
Aged 12 months

@ In stock

Fresh Mozzarella 125g
In brine, PDO certified

@ In stock

SEARCH CART

Sort: Popular v

$2.49

+

$2.29

$3.49

$4.99

$3.79

PROFILE SAVED

Dinmukhammed Aisauyt



These screens cover the core transactional and management flows — checkout, real-time delivery tracking, subscription management, and the
user profile. Together all 8 screens define the complete DairyDrop app experience.

Checkout Track Order Subscriptions Prolile

9:41 9:41 9:41 | 9:41

Subscriptions (3) Profile

Checkout

Delivery Tracking

DELIVERY ADDRESS Change

Jane Smith
123 Main Street, Apt 4B
Brooklyn, NY 11201

@ Est. delivery: Tomorrow, 7-9 AM

PAYMENT METHOD

Apple Pay
Touch ID required

Cash on Delivery
Pay when delivered

ORDER REVIEW

Whole Milk 1L x 2 $4.98
Cheddar Block 200g x 1 $4.99
Free Range Eggs x 12 $5.99
Total $16.95

Place Order - $16.95

O Q ¥ o Q

HOME SEARCH CART PROFILE SAVED

123 Main Street, Brooklyn, NY '

® Onits way

Arriving Tomorrow, 7-9 AM

Ordered Packed Enroute

Alex Dewan

4.9 -1,240 deliveries
YOUR BASKET
€9 whole Milk 1L x 2

€9 cheddar Block 200g x 1

@ Free Range Eggs x 12

Total

® - -

HOME SEARCH CART

28 min

@

o

~

PROFILE

$4.98
$4.99

$5.99

$15.96

N

SAVED

NEXT DELIVERY
Monday, Jun 30 - 7-9 AM

Whole Milk 1L
@ Weekly - Next: Mon Jun 30

Manage

Jane Smith

jane@example.com

15 8 4

ORDERS SAVED REVIEWS
$2.49/wk s ()
My Orders
® .7 2]
Cheddar Block 200g 3 active - 12 completed
@ Bi-weekly - Next: Mon Jul 7
~ Subscriptions
$4.99/2wk SKip @ ~ 2 active subscriptions
— E 12 ® Saved Addresses
x
ree Range £ggs 2 addresses saved
Weekly - Next: Mon Jun 30
$5.99/wk Skip @ a Payment Methods

+ Add Subscription

You're saving $4.70/month
o)

@™ Q v & m @

HOME SEARCH CART PROFILE SAVED HOME

Visa eeee 4821

Notifications
Push & email enabled

Accessibility Mode
Standard - tap to change

Account Settings
Email, password, data

Y - T

SEARCH CART PROFILE SAVED

Dinmukhammed Aisauyt



Research

Maya Patel - 27 Female - Toront, Ontarlo - Single

Freolance Graphic Des

or 4 $62,0001yoar

| ABOUT ME

| FRUSTRATIONS

X XX X

| INFLUENCES + NEW

Instagramfoodblogs  Pinteres sesthticbowres  TiTok we

| GOAL / PURPOSE ON APP.

| EXPERIENCE LEVEL

| TONE OF VoICE

Designed by: Dinmukhammed Alsauyt  Designed for: Maya Patel

62000500

e o L

WHAT DO THEY THINK AN | (TeEeer] [austsve] Cprinee

Aot ot 1 Toronto, ON. i

Maya Patel - 27 - Female - Toronto, Ontario - Single.

Persona * Qualitative

Freelance Graphic Designer + $62.000 /year

' ‘ | ABOUT ME

Torono. Hove

THE EXPLORER

| CHARACTERISTICS

Adventurous | | Designconscious | Valueconsclous

| FRUSTRATIONS
K. Subscrpions o a1 cance o s —th cancel it ' e
XK. Ootery incns r o0 bros — ntanesoct i e

X N pomo cose s o st checkon opieiGospe o

X cne ontcombin g+ oce et e e

Sutamobity

| INFLUENCES + NEW

1 GOAL / PURPOSE ON APP

‘Qucuy i an e fesn doty trougn search, manage

Sustinabi brand nowsieters  Local brmers market
anconce subscripons without cton, s ock Slwery

ot an exactETA Price s convenence com fst

Sustonabity s s

| EXPERIENCE LEVEL

Intermediata — uses 5+ ceivery apps requiarly. Expects
ntutive UX and minimalfrction from th first sesson.

| TONE OF VOICE
Tjust want fresh ik ast ot o fi price — and.
canceling should b as easy a subscribing.”

EMPATHY MAP CANVAS

GOAL

@ Wt do ey e 0 do?
[ Y e—

T Mayapate 27 - Fretance Graphic Designer
ingle

Trock delvery i reatme  Rerder favoures i 1125

WHAT DO

Y THINK AND FEE

$62.000ear

© vsiovey v

Friends recommend HolloFresh

Podcasts o surtainable food
L FrARS GoaLs

st s ot feedback on design work

@ wha ooy 007

| FAVOURITE BRANDS
Natrel  wiss  (Gay fea
| PREFERRED SOCIAL MEDIA

| PREFERRED TOOLS / DEVICES
Mactookpro Pronetse IPad Al
| PREFERRED CHANNELS

Youube | Eoay | SociMeda

THE EXPLORER

© wharioveysan

£ just search for what I need”

“Cancelling @ subscription s aiways &
indth bution’

User flow

Competitive Matrix

‘[
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Q2: How do you usually find a product you need? +

O searchbar ~ | know exactly what | want
O category fiters
O Just browse the catalog/recommendations

O voicesearch

Q3: Which filters matter most when picking a produc
D Price only

) Organic / origin (local farm)

) Dietary restrictions (lactose-free, vegan, etc.)

7) Other buvers' ratinas/reviews

Q3: Which filters matter most when picking a product? =
O priceony

O organic origin ocalfarm)

O Dietary restrictions (lactose-free, vegan, etc)

O Otmerbuyers retings/reiews

\'I'] [ (u()lll)] [" BAD ]

Interview

https://docs.google.com/
forms/d/e/1FAIpQLSdON50_
TO8ItiSyT2U16DGPC706L-
36¢qUqvn7UpOwr4-sKkZUg/
viewform?usp=dialog

IA Site Map

At ] [ rociuts ] [ Delvery tracing ‘ [ subscripons [ Chectout [ Profie
Oaly Prosucts shopping Cort ma Myorders
Nen-Deiry rociucts chectout Dellvery Frequency Delvery Address e chat savedt addruses
ok packages Current Orders Subscrption setings Pament ethods Contacsuppore Foyment methocs
Orser Hisory Noicatons otfieaters,

Account setngs


https://docs.google.com/forms/d/e/1FAIpQLSd0N5o_T08ItiSyT2U16DGPC7O6L36cqUqvn7Up0wr4-sKZUg/viewform?usp=dialog
https://docs.google.com/forms/d/e/1FAIpQLSd0N5o_T08ItiSyT2U16DGPC7O6L36cqUqvn7Up0wr4-sKZUg/viewform?usp=dialog
https://docs.google.com/forms/d/e/1FAIpQLSd0N5o_T08ItiSyT2U16DGPC7O6L36cqUqvn7Up0wr4-sKZUg/viewform?usp=dialog
https://docs.google.com/forms/d/e/1FAIpQLSd0N5o_T08ItiSyT2U16DGPC7O6L36cqUqvn7Up0wr4-sKZUg/viewform?usp=dialog
https://docs.google.com/forms/d/e/1FAIpQLSd0N5o_T08ItiSyT2U16DGPC7O6L36cqUqvn7Up0wr4-sKZUg/viewform?usp=dialog

Assumptive User Flow

Start/End [:::] Page / Screen Action Decision

Start

Splash Page

N —

——
P Have an Enter H P Product P Search Product Detail Add to Cart Add more

ome Page roduct Page ;
‘gn’n account? credentials 9 Y 9 products roduct Detal items?

Checkout Page
Register Page

Enter personal Use social
info account

Maya Patel « 27 - Freelance Graphic Designer - Single

Enter card Order
e Tap Conﬁrm End

Goal: "Fast, low-friction dairy delivery — find via search, order at a fair price, and manage subscriptions with zero hassle."

-
OBJECTIVES

This assumptive user flow predicts Maya's behaviour before research — a

linear guest-to-purchase baseline used to validate against real feedback.

FEEDBACK

1) Let users browse as guests first, don't force sign-up early. 2) Make search the
main way to find products. 3) Add a promo-code field and fast payment at

checkout. 4) Make subscriptions easy to skip / cancel.




Validated User llow

N
Start /End D Page / Screen Action Decision |
L

Splash Page

Signin/Signup Categories / Best sellers.

Signin/ Categories/ Checkout
Signup Bestsellers

=== 1]
H Subscriptions: H
[ Profile ] :[ Skip/Edit/Cancel ]:
| H

Signedin?

Yes —signinhere

Signin/
Signup here

Maya Patel * 27 « Freelanee Graphic Designer * Single

o *\_  Continueasguest ol S\ Search/Filter
Login/ 7 Continveas y, Home Page g Koowsthe Ry, Product Results Product Detail
Welcome . guest? <, product?

-
I Modification (from user feedback)
d

No
Edit/remove
Subscribe & Rightitem? Yes No
Savetoggle ightitem Addto Cart Anything else? Cart Review
. N = 1 | — ()
Confim /[ Payment’ i orderconfim. ! ! Order Tracking H
Devery i Card-ApplePay | Place Order H H H H
Address \ Cash-romo ! H App + Email Exact ETA H
\ / H H H H
\. / i i B

Goal: "Fast, low-friction dairy delivery — find via search, order at a fair price, and manage subscriptions with zero hassle."

Cartcomplete?

e N
OBJECTIVES PROCESS
Refine and validate the flow so every step is fast, low-friction and matches real Ran a survey with 6 users and mapped each answer to a change in the flow.
user needs — search-first browsing, easy checkout, precise tracking and Feedback on guest access, search, checkout and subscription cancellation
simple subscription control. directly shaped this validated version — real behaviour, not assumptions.

N\ AN




[

Search bar
R
Category filters
_______________ —
Filters button
............... I
Product list
CIIDIIIIIIIIIIIECIIIIIIIIIIIIIL

Product detail

i

Selected items
|

Total amount

Stats - orders / saved / reviews
I

My orders
|

Subscription
|
Saved addresses
|
Payment methods
|
Notifications
|

Accessibility mode
|

Account settings

Products



Activities

Touchpoints

Emotion

-
=
=
s
3
S
s
<
z
=
=
=
=
£
£

=

Explore Discover Research Consider Purchase

Login

Splash
B (guest)

Opens app, continues as
guest, scans promos

Splash, Login (Continue
as Guest)

"Nice, | can look around

without signing up"

Keep guest browsing

27 - Freelance Graphie
Designer - Single

Search/
Browse

Home

Searches or taps a category
/ best seller

Home (search, banner,
categories), Browse
(filters, sort)

"Let me just search for what
I need"

Make search prominent,
show price

Product Subscribe
detail & Save

Reads price, reviews, origin,
Subscribe & Save

Product detail (price,
reviews, origin,
Subscribe & Save)

"Good price? Local?
Reviews?"

Show origin + reviews, don't
over-push sustainability

Cart
review

Add to cart

Adds items, adjusts qty,
checks "you might also
need"

Cart (items, qty,
remove, total)

"Do I need anything else?
Should I subscribe?"

"You might also need"
reminder

Checkout Payment

Signs in at checkout,
address, promo, fast pay

Checkout (address,
payment, promo)

"Is it fast? Can l use a
promo? Is it secure?"

Promo field + Apple/Google

Pay, deferred sign-up

Order Confirm

QOrder Notification

confirmation (app + email)

Gets confirmation in app +
email

Confirmation screen +
notifications (app +
email)

"Done — that was quick"

®
~ o
\

Email + app confirm, status-
only notifications

To get fresh dairy delivered fast and effortlessly — finding products through search, ordering at a fair price, and
managing subscriptions without friction, so healthy groceries take care of themselves.

Track / Review

Manage
subscription

Delivery
tracking

Tracks with exact ETA;
skips/edits subscription

Delivery Tracking
(status, ETA, courier),
Profile » Subscriptions

"When exactly will it arrive?
Can | skip next week?"

&

Exact ETA + one-tap
subscription skip/cancel



Hi-Fi Wirelrames

Sign in / Sign up

9:41 wil ¥ ==

Continue as Guest

Dair
qu}f

you@example.com

Password

Home

GOOD MORNING
© 123 Main St, Brooklyn v

Search milk, cheese, eggs... Q

LIMITED - 3 DAYS LEFT

20% off
Fresh Eggs

SHOP NOW \\
=

Free over $25 7-9 AM Same-day cut 6PM

CATEGORIES

See all

=

E] Keep Me Signed In

Forgot Password?

Sign In

OR

Q

0 <

New to DairyDrop? Sign Up

By clicking Sigr

n, you agree to our current version of Terms of Use and

1a

i DairyDrop's Privacy Policy

MILK CHEESE

-
BUTTER CREAM

BEST SELLERS

~ Whole Milk 1L

Full-fat, pasteurized

(&) Q ks

SEARCH CART

'

EGGS

YOGURT
Sce all
$2.49

+

2 N

PROFILE SAVED

Product Detail

i)

MILK

BEST SELLER LOCAL FARM

Whole Milk 1L $2.49

*hkhk 48 214reviews © InStock

Full-fat pasteurized whole milk from local Ontario farms.
Rich in calcium and vitamin D. Delivered fresh every morning

in recyclable glass bottles

SIZE ORIGIN BEST BY
1Litre Local Farm +5 days

Quantity = 1 F
Subscribe & Save 10%

Weekly delivery - cancel anytime

Add to Cart — $2.49

@ Q o4 A Q

HOME SEARCH CART PROFILE SAVED

Produect Catalog

Browse Products
Search milk, cheese, eggs...
Al Milk Cheese Eggs

6 PRODUCTS

- Whole Milk 1L

Q

Butter Yogurt

Sort: Popular v

$2.49
Full-fat, pasteurized
‘ @ In stock o
= Skimmed Milk 1L $2.29
5 Low-fat, pasteurized
‘ @ In stock &
- Oat Milk 750ml $3.49
= Plant-based alternative
- +
- ® Low stock
Mature Cheddar 2008 $1.99
£ Aged 12 months
LI *
Fresh Mozzarella 1258 $3.79
o In brine, PDO certified
+

e

@ In stock

o Q v 2 N

HOME SEARCH CART PROFILE SAVED



Hi-Fi Wirelrames

Checkout

< Checkout

DELIVERY ADDRESS Change
@ Jane Smith
123 Main Street, Apt 4B
Brooklyn, NY 11201
@ Est. delivery: Tomorrow, 7-9 AM
PAYMENT METHOD
@ Credit / Debit Card
Visa sees 4821
O Apple Pay
Touch ID required
O Cash on Delivery
Pay when delivered
ORDER REVIEW
Whole Milk 1L x 2 $4.98
Cheddar Block 200g x 1 $4.99
Free Range Eggs x 12 $5.99
Total $16.95
Place Order - $16.95
(&) Q A4 2 N
HOME SEARCH CART PROFILE SAVED

FINANCIAL
DISTRICT

Track Order

< Delivery Tracking

2

1 Hotel Brooklyn Bridge [

o

® ...

Beat The BombBrooklyn
(o g1

Vet Hargingtonm 2

Photography.
@ 3 ; i
123 Main Street, Brooklyn, NY 2N
“HRiaHTs BROOKLYN @
On its way 28 min
Arriving Tomorrow, 7-9 AM
Ordered Packed En route Delivered

\é\\ Alex Dewan
| 4.9 1,240 deliver

YOUR BASKET

ies

2 Whole Milk 1L x 2 $4.98
&% Cheddar Block 200g x 1 $4.99
Free Range Eggs x 12 $5.99
Total $15.96
(A Q =4 2 N
HOME SEARCH CART PROFILE SAVED

BROO
NAVY.

9:41

Subsecriptions (3)

NEXT DELIVERY

Monday, Jun 30 - 7-9 AM
@ Whole Milk 1L
$2.49/wk

Cheddar Block 200g

&3

Bi-weekly - Next: Mon Jul 7

Subsecriptions

all T @

®

Manage

-

$4.99/2wk Skip @
Free Range Eggs %12
@ Weekly - Next: Mon Jun 30
$5.99/wk Skip @
+ Add Subscription H

) Q v
HOME SEARCH CART

2 N

PROFILE SAVED

Profile

Profile

-

Jane Smith
Jjane@example.com

© MEMBER SINCE JAN 2024

15 8 4

REVIEWS

ORDERS SAVED

My Orders

® 3,y e - 12 completec
Subscriptions

c P
2 active subscriptions

o Saved Addresses
2 addresses saved
Payment Methods

= y
Vi 21

a Notifications
Push & email enabled

0 Accessibility Mode
Standard - tap to change
Account Settings

&3
Email, password, data

(A Q A4 2
HOME SEARCH CART PROFILE

SAVED



Pellection & Prototype

WHAT THE RESEARCH CHANGED

The biggest outcome was being proven wrong. The assumptive persona

expected a sustainability-driven user — observation showed the opposite:

she skipped the ethical story and looked for a farm name and best-before
date. Proof over narrative.

Two more assumptions broke down. Sign-in placed right after the splash
screen — she closed a competitor app in 4 seconds at that exact point.
And subscription, assumed to be a simple benefit, triggered the strongest
emotional reaction of the interview: fear of not being able to cancel.

WHAT I'D DO DIFFERENTLY

Run the qualitative interview earlier — the assumptive flow was already
detailed by the time real behavior was observed, forcing a rebuild instead
of a refinement. Also test more than one participant to separate individual

habits from category-wide behavior.

WHAT I'M TAKING FORWARD

Watching beats asking. She described herself as someone who browses
and compares — then went straight to the search bar on all three apps,
every time. Design for what people do, not what they say.

e~

Dair
Drojf

Prototype

https://www.figma.com/proto/KAh-
nhnkhG43k0O1Z0yrz4lA/UX-dairy-
?node-id=176-1966&t=i4s4DfIK8RB-
hct8d-1


https://www.figma.com/proto/KAhnhnkhG43kO1ZOyrz4lA/UX-dairy?node-id=176-1966&t=i4s4Df1K8RBhct8d-1

